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Task 2: Study on alcohol online advertising and marketing in new media

Goal of the study:

“The goal of this study is to provide insight into the effectiveness of existing alcohol 

marketing online regulations (both legislative and self-regulation) in 12 selected countries.”

Research

*Impact of online alcohol advertising on public health

*Impact of existing regulations 

Mapping activities

*Existing national regulations on online alcohol marketing in 12 selected Member States or 

non EU- countries

*Transcription of the AVMSD Directive and concrete examples of implementation

*Industry self-regulatory commitments and codes of conduct on online marketing and the 

way they monitor and collect data 
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Alcohol Marketing Regulation on EU-level 

AVMSD (Audiovisual Media Services Directive), article 22: 

Television advertising and teleshopping for alcoholic beverages shall comply with the following criteria: 

(a) it may not be aimed specifically at minors or, in particular, depict minors consuming these beverages; 
(b) it shall not link the consumption of alcohol to enhanced physical performance or to driving; 
(c) it shall not create the impression that the consumption of alcohol contributes towards social or sexual 
success; 
(d) it shall not claim that alcohol has therapeutic qualities or that it is a stimulant, a sedative or a means 
of resolving personal conflicts; 
(e) it shall not encourage immoderate consumption of alcohol or present abstinence or moderation in a 
negative light; 
(f) it shall not place emphasis on high alcoholic content as being a positive quality of the beverages.
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The restrictions of the AVMSD

*AVMSD (Audiovisual Media Services Directive) is mainly content based and has no 
essential difference with the existing national regulations based on self-regulation.  

*Audiovisual commercial communications for alcoholic beverages shall not be aimed 
specifically at minors but that doesn’t mean that it’s not appealing for young people.

*The AVMSD applies to media such as TV, radio and online advertising, but not to 
sponsorship, cinema advertising, billboard advertising, retail at point of sale, price 
advertising and product placement.
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Advice of the WHO regarding Big Tech* 

*Governments could ensure that the leading platform groups (including Amazon, Apple, 
Facebook, Google and Microsoft) develop policies and technologies which can measure, control 
and restrict alcohol marketing, compelling them by regulation to act where voluntary schemes 
have not been effective and requiring them to share relevant information, including audience 
data for their advertisements.

*Regulatory codes should state what is permitted, rather than what is not, with the legal 
presumption that what is not named is not allowed. 
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Recent national online regulations for digital alcohol marketing in Europe * 

WHO mentions 4 specific changes:

*Specific new regulations have been added to existing legislation, or new legislation has been 
created Finland, Estonia, Ireland, Lithuania

*Existing marketing regulations have been applied to the digital context 
Norway 

*Existing marketing regulations have been applied until it was deemed necessary to have specific 
digital marketing legislation 
France

*A largely self-regulating system has been created 
United Kingdom. 
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Finland

From 2015:

*Ban on certain forms of alcohol marketing common in new media: 
using games, lotteries or competitions; 

*Ban on use of textual or visual content produced by consumers

*Ban on content to be shared by consumers social media channels, 
except industry own accounts.
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Estonia

*Ban on social media channels, except industry own accounts.

*All outdoor advertising is banned.

*Alcohol advertising is banned on TV and radio from 7-22 o’clock.

*Advertisement of alcoholic beverages must be focussed on the
product and presented neutrally (compared with Loi Evin)

*Advertising of alcohol shall include the warning: 
''Attention! This is an alcoholic beverage. Alcohol may cause damage to health.‘’ 
The health warning must cover at least 20% of the ad. 
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Ireland 

*The Public Health Act 2018 regulates all alcohol advertisements, 
including digital. Advertisements can give only specific information about
the nature of the product.

*Advertissements must also contain health warnings regarding alcohol
consumption, including during pregnancy, and a link to a public health
website, www. askaboutalcohol.ie, which gives information on alcohol
and related harms.

*Ireland has since Nov. 2021 a ban on alcohol advertising during sports
and children's events.
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Lithuania 

*Total ban on alcohol advertising, including digital, with only a few exemptions (such as 
a logo of producers in sales areas) since 1st January 2018  (Alcohol Control Law).

*Use and advertising of discount campaigns for alcoholic drinks prohibited in the 
shops, since Nov 1, 2016

*Alcohol marketing regulation in Lithuania is statutory based. There is no active non-
statutory regulation within and by industry.
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Norway

The Norwegian Alcohol Act prohibits any form of mass communication on alcohol

*Its forbidden in printed newspapers, films, radio, television, telephone networks,           
data networks, illuminated advertisement hoardings, signboards and similar devices, 
depictions and exhibitions.

*Promotion of 0.0 drinks with the same brand as alcohol 
beverages is also forbidden.

Research: reported violations of the ban in Norway appear 
to occur mainly on social media; this may reflect the difficulty 
of disentangling commercial advertising messages and user-
generated content on social media, making enforcement 
especially challenging* 
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France 

In France, since 1991 advertising is limited to factual information about product 

characteristics. Under pressure from the alcohol industry, the French have reduced the 

restrictiveness of this law since. 

Today, alcohol advertising in France is generally permitted online, and the advertising 

of regional or cultural drinks is allowed on media where it was previously prohibited, 

including television and cinemas. 

Before 1991                                                     After 1991
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United Kingdom 

The United Kingdom’s approach to alcohol marketing regulation may be regarded as largely
a combination of self-regulation and co-regulation.

Since September 2021 the UK has a legally based ‘’Children’s Code” in order to protect
minors online when interacting with digital products and services that process personal data 
and are likely to be accessed by children (i.e. those aged under 18). 
WHO: ‘This Code is the first of its kind and is widely viewed as a model for regulators 
worldwide’. The Code is not specifically focussed on alcohol marketing  
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Thanks for your attention 

Ir. W.E. van Dalen 
Director Dutch Institute for Alcohol Policy STAP
President EUCAM, European Centre for Monitoring Alcohol Marketing

www.stap.nl
www.eucam.info
wvandalen@stap.nl
wvandalen@eucam.info
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